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[bookmark: _Toc237471270]Acknowledgement 1: ChatGPT (OpenAI)
I acknowledge the use of ChatGPT (OpenAI) on 11 August 2026 to research background information to support my analysis, including international marketing context, market characteristics, competitor positioning, and publicly available information relating to Red Bull in Austria and India. I used the prompt(s):
1. Summarise the history and international business model of Red Bull, including its origins in Austria, global development, and international brand positioning. 
2. Explain and compare the market environments of Austria and India, including relevant political, economic, social, technological, environmental, legal, and cultural factors affecting Red Bull. 
3. Outline Red Bull's international marketing strategy in Austria and India, including segmentation, targeting and positioning (STP), the 7Ps marketing mix, market entry strategy, competitive positioning, and marketing ethics. 
I confirm that I have not presented any AI-generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before and after the use of AI tools, which I may be asked to provide as evidence.
[bookmark: _Toc237471271]Acknowledgement 2: ChatGPT (OpenAI)
I acknowledge the use of ChatGPT (OpenAI) on 11 August 2026 to generate the illustrative diagrams and 3D AI-generated images used throughout this report, based on my own analysis and content for each framework. I used the prompt(s):
1. Generate a professional 3D-style visual comparing Red Bull's international marketing environment in Austria and India, including cultural and market differences relevant to the analysis. 
2. Generate professional 3D visuals for the PESTEL analysis, STP strategy, 7Ps marketing mix, market entry strategy in India, and marketing ethics evaluation, using Red Bull as the central brand and maintaining a consistent academic and professional visual style. 
3. Generate supporting 3D images illustrating Red Bull's consumers, distribution, promotion, sporting and lifestyle activities, brand positioning, and international presence in Austria and India, without adding unsupported numerical data. 
I confirm that I have not presented any AI-generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before and after the use of AI tools, which I may be asked to provide as evidence.
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[bookmark: _Toc237471272]SECTION 1:-

[bookmark: _Toc237471273]INTRODUCTION

· Red Bull, an energy drink launched in 1987 by Austrian founder Dietrich Mateschitz in collaboration with Thai businessman Chaleo Yoovidhya, was selected for this report as it represents a standardised model which must be adapted to vastly different cultural and regulatory contexts. As of end of 2025 the company had 21,924 employees, with its products being sold in 178 countries, generating a group turnover of €12.196 billion (Red Bull GmbH, 2026). This scale and the fact that the brand was developed according to the Thai tonic Krating Daeng, popular with the Thai market, but adapted for the Western market, make this a good case study for analyzing cultural distance and market adaptation in international marketing (Hollensen, 2019).

· Austria and India are chosen as they provide two contrasting cases for the internationalisation of Red Bull: Austria is defined by its being the domestic market for the brand and the birthplace of its global identity, while India is one of its most important, and farthest, markets from a cultural perspective. Culture is still the focus in this comparison as consumer culture has grown, but cultural homogenisation has not occurred and firms continue to adapt the marketing mix to the cultural characteristics of the national market, and Hofstede's model is still the standard approach to understanding cultural differences (Connell, Marciniak and Drylie Carey, 2023). The direct relationship between a country's macro-environmental and cultural setting and market entry and marketing mix adaptation is also confirmed by Hollensen (2019), who identifies these elements as the most important factors in determining a country's cultural context. This report also compares marketing mix and PESTEL-based elements with country macro-environmental context, which is confirmed by Hollensen (2019) as the most important elements in the country cultural context. This holds special significance for Red Bull in India which has faced fierce competition in the local market due to its pricing and cultural nuances, which may differ from its home market in Europe (Garg, 2025). Emerging-market entry research also underscores the need to tailor marketing strategies to the local market and not simply implement an export strategy, highlighting the importance of making a comparison between a well-established Western origin country and the fast-growing, culturally different host country (Fregidou-Malama, Chowdhury and Hyder, 2023).
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Figure 1: Red Bull's dual national context — Austria and India (illustrative, AI-generated, 2026).






· Well, apart from its commercial size, Red Bull is a valuable case study, because it's always been marketed more through brand mythology and lifestyle association than the traditional product/benefit approach; adaptations to local market will likely be intentional and more strategic than incidental.


· This report aims at critically comparing the macro-environmental and socio-cultural context of Red Bull's business operations in Austria and India based on PESTEL analysis and Hofstede's cultural dimensions, comparing Red Bull's segmentation, targeting, positioning and international marketing mix in both countries, evaluating its market entry strategy in India and assessing the existence of ethical issues in its marketing mix. The report ends with recommendations for the future marketing strategy of the brand in the international market, based on this analysis.

· The report is divided into following sections: – Section 2 gives the overview of the brand and country, Section 3 compares the socio-cultural context of Austria and India using PESTEL and Hofstede, Section 4 compares the STP strategies, Section 5 compares the marketing mix (7Ps), Section 6 evaluates the method of entering the Indian market by Red Bull, Section 7 compares the ethical consideration of the Indian market for Red Bull and Section 8 concludes the report with the recommendations.


[bookmark: _Toc237471274]2. Brand and Country Overview

· The sales of Red Bull's core product line have been around 8% in 2023, with the sugar-free and Editions variants of the product (Red Bull GmbH, 2026). The brand is competing globally with Monster Energy and regionally with brands owned by PepsiCo and Coca-Cola, with the locally developed brand Sting taking over the market share of Red Bull between 2018 and 2023, thanks to lower pricing and PET bottles being more readily available in India (Trade Brains, 2024) — which is an example of the fact that the Red Bull premium positioning doesn't necessarily translate in the same way across markets.
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Figure 2: Red Bull Group and India key statistics (Author's own, generated with ChatGPT image generation, 2026).


· As a small high-income Western European economy of around 9 million citizens, Austria can be regarded as Red Bull's home country: where it was first launched in 1987 and where the company is headquartered (Red Bull GmbH, 2026). In contrast, India is seen as a ‘host country' with a population exceeding 1.4 billion, experiencing high urbanisation rate, and with a young population, into which Red Bull came relatively late in 2009 (Garg, 2025). The fact that this is an old, small home market compared to a big fast-growing, culturally alien host market is the basis of the report's analysis. 

· The pattern of expansion followed by Red Bull is like the Uppsala Internationalisation model which proposes that a firm develops commitment to a market in increments, starting with markets that are culturally closer and moving to more distant markets than India (Igwe, Rugara and Rahman, 2022). Section 6 discusses Red Bull's unique approach to entering India in detail





[bookmark: _Toc237471275]3. Comparison of the Socio-Cultural Context of Austria and India

Political and legal 

Austria is a stable federal parliamentary republic since 1995 and is a member of the EU since 1995, and has a predictable regulatory environment, determined by EU-wide policy with harmonised food labelling regulations. India is the world's largest democracy, where there is a significant difference between the policies between states including excise tax and beverage tax. India's FSSAI distinguishes the core product of Red Bull from the product by requiring an energy drink to be labelled as ‘caffeinated beverages' and imposing a safe caffeine concentration range of 145 to 300 mg per litre also includes the warning statement which is a materially harsher environment than in Austria considered in Section 7. This regulatory difference is not just one-off, but also stems from the fact that in India, federalism gives the individual states and the national regulators some freedom in terms of the way a product is marketed and sold, while in Austria, the EU creates the majority of the products' regulations and applies them in the same way across all member states.

Economic

 Austria is a high-income advanced economy, part of the EU single market and the Eurozone with GDP per capita of around $61,080 in 2025 (Trading Economics 2026). Even though India is the fifth largest economy in the world by nominal GDP, it is still considered as a lower-middle income economy with GDP per capita of approximately $2,813 (Worldometer, 2026). India is not a part of a deep regional trade bloc like the EU, but is part of the WTO, G20 and BRICS.



Social and technological 

The population in Austria is small, old, mainly urbanised and has a well-established digital infrastructure. India has a population of over 1.4 billion, is significantly younger, and has an exploding digital and social-media consumer base, which Red Bull and others have capitalised on for targeting youthful audiences (Trade Brains, 2024).

Environmental 

The EU Packaging and Packaging Waste Regulation (EU 2025/40), which entered into force on 2 February 2025, sets legally binding minimum recycled-content and deposit-return rates for drink packaging in the EU, including for Austria (EUR-Lex, 2025). The EU plastic waste management laws are more stringent than India's plastic waste management (amendment) rules 2022, which have similar EPR requirements (Invest India, 2022).

The dimensions of national culture (Hofstede's) 
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Figure 3: Hofstede's cultural dimensions, Austria vs India (Author's own, generated with ChatGPT image generation, 2026).

Austria has very low Power Distance (11), is strongly Individualist (77), while India is closer to the middle score (48); high Masculinity (79) versus high Uncertainty Avoidance (70); high Long-Term Orientation (Austria 47, India 51); and high Indulgent (Austria 63, India 26). 

Subjective culture
 
Austria is linguistically and religiously slightly homogenous (historically predominantly Catholic, German-speaking) and has robust norms on punctuality and formality. India is a linguistically and religiously diverse society, having 22 officially recognised languages and norms varying widely across region. 




Similarities and differences 

While both countries have a moderately pragmatic attitude, they differ significantly in terms of Power Distance, Individualism, Indulgence and regulatory strictness (Sections 4–5), and, due to the much lower income level in India, a marketing strategy developed for Austria would require significant adaptation to be applied in India. It is worth emphasizing the scale of the gap in the Power Distance and Individualism scales, which is unusually wide when compared with those of the home-host markets, which is why so much of Red Bull's marketing mix (as described in Section 5) needs to be adapted locally, even though it has an overwhelmingly global orientation.

[bookmark: _Toc237471276]4. Comparison of STP Strategies in Austria and India
Segmentation 
The segmentation logic in the two markets is virtually the same, with a focus on demographic characteristics (18-34, with a special emphasis on 18-24), psychographic dimensions (active, achievement- and adventure-oriented lifestyles) and behavioural aspects (occasion-based consumption), without adjusting the basic logic of the strategy by country. This reflects both a standardised international segmentation strategy, with a single logic adopted in markets (Hollensen, 2019), and a standardised approach to customer segmentation (Finkelstein and Webb, 2010). 

Target market
 The actual target market is the same as the demographic target market, but when income is taken into consideration, the practical target market changes. Red Bull's premium pricing strategy in high-income Austria (GDP per capita ~$61,080; Trading Economics, 2026) is being marketed to a wide swath of its market. With a GDP per capita of ~$2,813 (Worldometers, 2026), the addressable market in India is limited to a smaller and more affluent urban population, especially in the face of the competition from lower-priced domestic players like Sting (Trade Brains, 2024). In India, however, Red Bull's target market is a smaller and more aspirational group than in its international markets, like Austria. 



Positioning 
The global positioning of Red Bull, which is based on ‘gives you wiiings', lies in energy, performance and association with extreme sports, music and youth culture (Red Bull GmbH, 2026), and is used with minimal market by market adaptation (Hollensen, 2019). Red Bull's relative price and positioning in each market is summarised in Table 1. Red Bull's position is high price, high emotional/lifestyle in both Austria and India and as it states, it's a real standardisation. The difference is only in competitive distance: whereas in Austria Monster and store-brand energy drinks are only slightly away from Red Bull, in India the low-price local brands like Sting, Cloud9 and Tzinga are significantly further away, both in terms of price and positioning.

Table 1: Relative price and positioning of Red Bull versus key competitors
	Brand
	Market
	Relative price
	Positioning

	Red Bull
	Austria & India
	High (premium)
	Emotional / lifestyle

	Monster
	Austria
	Mid-high
	Emotional / edgy

	Store-brand energy drinks
	Austria
	Low
	Functional / mass-market

	Sting (PepsiCo)
	India
	Very low
	Functional / mass-market

	Cloud9 / Tzinga
	India
	Very low
	Functional / mass-market



Similarities and differences 

Red Bull's positioning statement, target demographic and segmentation logic are used virtually the same way in both countries, namely deliberately global standardisation. The difference here is in the real bottom line: in high-end Austria this positioning can be seen as an extension of what's seen as a typical premium product, while in low-income India it effectively moves Red Bull into a more exclusive space – local brands take the mass-market Red Bull that can't be managed at the standardised price point.

[bookmark: _Toc237471277]5. Comparison of Marketing Mix Strategies (7Ps) in Austria and India
Brand strategy
Red Bull's brand strategy is fully standardised and implemented throughout the world, with a name, logo, colour palette and the tag line 'gives you wiiings' being used globally and backed up by a global programme of extreme sports, motorsport and music sponsorship instead of market-specific campaigns (Red Bull GmbH, 2026). This consistency is a strategic advantage for a brand that focuses on image in its key markets, rather than price, and is part of the reasons Red Bull has been able to tolerate commercial disadvantages in other areas of the marketing mix (notably pricing and distribution, as discussed below), without impacting on brand consistency.
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Figure 4: Red Bull's 7Ps marketing mix (Author's own, generated with ChatGPT image generation, 2026).

Product dimensions
In both markets - core product (the increased energy and alertness, provided by the caffeine, the taurine and the B-vitamins) and actual product (the slim aluminium can, 250ml) - the same is offered (Red Bull GmbH, 2026). The Augmented Product — the intangible brand experience, and cultural cachet — is delivered the same, but received very differently, because of the different income levels of the two markets (Section 4).



Product lines
The three main product segments — the original Red Bull Energiser, Red Bull Sugarfree and the Red Bull Editions flavoured lineup — have been replicated in India without any cuts, as confirmed by Red Bull's official product page in India, which also lists its global product labels.

Product standardisation or adaptation
The prevailing attitude is not adaptation but standardisation. There is one important exception in this respect, the regulatory one: According to the FSSAI rules, Red Bull India should be labelled as a ‘caffeinated beverage', should contain caffeine in the range of 145–300 mg/litre, and should have warning statements, which are not required in Austria under EU rules. This is not a strategic decision on Red Bull's part to make India the only place where they offer a different product; it's a legal imperative, but all aspects of the product itself are consistent across the globe.

Packaging elements
Packaging elements Visual elements (colour, logo, can shape) are completely standardised (Red Bull GmbH, 2026). There are some differences in requirements between the EU and the FSSAI above, which are addressed by adapting informational elements (caffeine and nutrition declarations). The protective elements (aluminium can) are standardized throughout the world. Symbols (premium, high-energy meaning) are standardized in their meaning, but the same symbolic message resonates differently in the context of the two countries income and cultural profile (Section 4). Unlike India, the packaging in Austria is also subject to EU binding requirements for recycled content and deposit return in the EU packaging Regulation (EU) 2025/40 (EUR-Lex, 2025).


Labelling
The best example of adaptation by legal necessity from Red Bull's marketing mix is labelling; there are no unusual restrictions in Austria—it simply mirrors the harmonised EU rules—while the FSSAI rules in India specifically affect the process of labelling, claims and required warnings (Enterslice, 2021).


Pricing objective
The pricing goal in both markets is not volume maximisation but positioning the brand with a high price image (Section 4).

Pricing method
A 250ml can is likely to cost €1.09–1.99 per can at retail level in Austria (depending on retailer) as well as €1.14 per can at wholesale level (including VAT – Marktguru.at, 2026). The same costs in India at the retail level is around the same amount per euro, at €1.30 – 1.35, as in Austria, despite the Indian GDP per capita being about 22 times smaller (Wellness Forever 2026, Worldometer 2026, Trading Economics 2026). Sting is available at around ₹20 per can of the same size on the same platform (Blinkit, 2026) in India, a significant spread compared to Red Bull in Austria


Pricing: adaptation or standardisation
This is a good sign of absolute rather than relative pricing of the standard. The lower price would remove Red Bull's exclusiveness, which is a cornerstone of its global brand, but it also would make Red Bull much more expensive and exclusive in India than in Austria, in purchasing-power terms. It's a theme that runs through the marketing mix: Red Bull's consistent focus on building global brand consistency is at the expense of maximizing local market share in India, where the brand has a smaller but wealthier customer base than it does in other countries around the world.

Promotion objective, media and appeal
The promotional goal of both markets is not to sell the product but to build the brand and associate it with lifestyles, that is, not to engage in the typical product benefit advertising (Red Bull GmbH, 2026). The brand's marketing is almost entirely based on owned and earned media (sponsored events, its own content from the Media House, and digital/social platforms) and in both markets, organic content is said to represent 80% of the brand's promotional activity (IIDE, 2026). The appeal is emotional and aspirational, rather than functional, and is the same in both countries.

Promotion: adaptation or standardisation
Promotional materials are standardized and events and content are adapted locally. In Austria, promotion focuses on FC Red Bull Salzburg and on the events venue and Michelin-starred restaurant Red Bull Hangar-7 at Salzburg Airport (Hangar-7, 2026). In India, the focus is on mobile gaming promotion, such as a Red Bull M.E.O. (Red Bull GmbH, 2026) and Red Bull Solo Legends, which is termed as India's biggest BGMI event (Trendhunter, 2025). Adapted execution in a standardised strategic framework. Sampling, and earned-media sponsorship, is also used in both markets, and festival sampling is a trial-driving market route for India, which is still developing brand penetration (1xMarketing, 2024).

[bookmark: OLE_LINK1]Place: channel intensity and length
Place: intensity of the channel and its length. In both markets, Red Bull tries to achieve intensive distribution: in the supermarket market and in bars and quick commerce. There is, however, a great difference in length of the channel in both markets (Markhub24, 2026). Austria has a developed and well-structured retail infrastructure with relatively straight forward retail relationship. India's more traditional model of using a longer, multi-tier distributor network, is one that is not needed in Austria, though more recently, Red Bull worked with B2B marketplace Solv to penetrate the numerous small Indian retailers, reaching more than 150,000 (Indian Retailer, 2022).

Place: adaptation or standardisation
The distribution element is the only truly market-based adaptation in Red Bull's marketing mix: the goal (maximum availability) is uniform and the distribution channel structure that must be employed is directly influenced by the retail structure in each market. This is what makes Place different from most of the rest of the 7Ps elements presented in this section; in this, Red Bull has adapted proactively for commercial reasons and would not have been able to do so if the standardisation approach had been their policy. This may also be the reason why adaptation is rarely discussed in other elements of the 7Ps: in most other elements, adaptation is a necessity, and only when legally required.

People, process and physical evidence
Student brand managers recruited locally implement sampling programmes in both markets, in line with global standards. The buying process is a low friction and simple impulse purchase in both countries with India presenting more sophisticated quick commerce buy adoption. While the market adapts physical evidence, Austria's permanent venue, the Hangar-7 and India's temporary but high-profile esports and festival activations are both examples of this. This last sub-section of the 7Ps confirms the pattern seen throughout Section 5, the human and procedural aspects of Red Bull's marketing mix are structured in the same way all over the world and are reported by local staff, but physical evidence is the only aspect of the 7Ps that is not globally consistent but rather is part of the product's individual market.
[bookmark: _Toc237471278]6. Evaluation of Red Bull's Market Entry Method in India

· Official records of the Indian corporate documents show that Red Bull India Private Limited was incorporated in India on 3 April 2007 and registered in Mumbai and is defined as a ‘subsidiary of a company incorporated outside India’ (ZaubaCorp, 2026) – which is a wholly owned sales subsidiary, rather than a license, a franchise or an independent distributor arrangement. Import records indicate that the actual product is imported from Red Bull Asia FZE and from the European supply chain of Red Bull GmbH, not made locally (ImportGenius, 2025). 
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Figure 5: Red Bull's market entry structure in India (Author's own, generated with ChatGPT image generation, 2026).

· This organization lies somewhere between full-exporting and complete local production. The main feature is that of control – in the case of higher commitment entry modes, higher control of marketing strategy and pricing is identified as the benefit (as explained in Sections 4-5 in the context of Red Bull's near-total standardisation in India). The sole ownership of the Indian entity also leads to the retention of all local profit by the company and not sharing of the margin with the partner.

· The disadvantage is that it takes time and money to build the market. A wholly-owned subsidiary (WOS) was created with no existing retail connections, which makes sense – some 15 years on from incorporation - why Red Bull needed to partner with Solv in 2022 to be able to extend reach to small retailers in India (Indian Retailer, 2022). The same access point that saved Red Bull the trouble of losing control of its brand also seemed to be associated with the comparatively lesser penetration of the Red Bull brand in the local market compared to cheaper alternatives like Sting (Trade Brains, 2024). 

· The pattern is generally similar to the incremental, step-by-step commitment which was predicted by the Uppsala model (Section 2) where the initial step was to establish an import dependent subsidiary with Red Bull, and gradually increasing its commitment as the Indian market was found to be viable, instead of making a full commitment from the beginning (Igwe, Rugara and Rahman, 2022). This staged approach is also a reflection of the timing that can be seen in the corporate record – incorporation in 2007, followed by the Solv partnership in 2022, indicates that Red Bull has continued to up the ante on its resource risks in India based on what it sees in the market as opposed to a fixed entry plan that was set at the beginning.

[bookmark: _Toc237471279]7. Evaluation of Marketing Ethics Practice: Red Bull in India
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Figure 6: Regulatory and ethical concerns, Red Bull in India (Author's own, generated with ChatGPT image generation, 2026).

Naming and labelling: an active regulatory dispute
The Food Safety and Standards Authority (FSSAI) issued show-cause notices to six energy drink brands, including Red Bull, PepsiCo, energy drink company Campa Energy from Reliance, Sting, Hell Energy and Monster, and ordered the companies to discontinue their use of the term ‘energy drinks' and to stop making claims on their products (Republic World, 2026). These included functional claims like “vitalises body and mind” and “enhancing focus” which is an area the regulator was particularly unhappy with as it directly pointed to Red Bull's own long-standing marketing language, the ‘Vitalises Body and Mind’ (Republic World, 2026). It is not just about a technical issue of labelling — it's a question of whether Red Bull's claims as a brand are actually a false health claim.

Targeting and accessibility
The second concern hinges on the ability of the target audience, even for the product that states to be for the 18–34 age group (Section 4). In Maharashtra, in 2026, the government banned sales of energy drinks containing caffeine within 500 metres of school premises, citing adverse health effects on children such as anxiety and cardiovascular issues (Deccan Herald, 2026); in Punjab, a similar ban was announced but enforcement has been reportedly inconsistent (Tribune India, 2026). This creates a real dilemma: ineffectiveness of retail-level enforcement in India's disorganized retail chain (Section 5) implies that the product is available to underage buyers.

Broader context
The connection between energy drinks and smoking, alcohol use and binge drinking in youth is not only limited to Red Bull; a systematic review of 57 studies across the world confirms there is a strong link between the consumption of energy drinks and smoking, alcohol use and binge drinking among young people (Public Health, 2024, cited by the SPJIMR WISE Tech, 2025). But the labelling issue, coupled with the accessibility issue, indicates that the ethical risks for Red Bull in India are both less about the intentional misdeeds and more about the collision between a standardised brand messaging that was designed for global consumer in a different regulatory and cultural environment and the local regulatory and health concerns of the host market.

[bookmark: _Toc237471280]8. Recommendations and Conclusion
Recommendations
Firstly, Red Bull must take proactive steps towards complying with the FSSAI notices issued in July 2026, by promptly relabelling its products, as all other major competitors are similarly put on notice. In addition, Red Bull should continue to seek out new B2B distribution channels online, such as Solv, as its wholly owned subsidiary model has not yet reached the level of retail penetration to rival Sting's low-price distribution (Section 4). Thirdly, Red Bull should explore an independent sub-brand, that is, one that is not part of the Red Bull brand, but differentiated by price, with a substantially lower price point, to capture volume at a lower price without compromising on its premium positioning, as Monster has done in India with its lower priced Predator brand. Fourth, Red Bull needs to improve its support for improved compliance at the retail level in synchronisation with its distribution partners, not only an ethical move, but as an insurance policy against further escalation of regulatory action, given the relatively easy access concerns of Section 7.

Conclusion
In terms of brand identity, product formulation, positioning and even absolute pricing, this report has demonstrated that Red Bull has a basically standardized marketing strategy in both the country where it was produced (Austria) and the country in which it was sold (India). True adaptation is only possible where local conditions make it impractical for standardisation, such as labelling (FSSAI regulation), distribution channel structure (India's fragmented retail environment) and promotional content (local cultural touchpoints). The central tension in the results that came to light is that the same standardized approach that allows Red Bull to control its own brand globally also seems to limit its competitiveness and regulatory influence in a lower income and culturally different market like India—in a way the recommendations above will help address, but not at the cost of the brand's core identity. In conclusion, it is important to note that Red Bull's approach to Austria vs. India illustrates that having a consistent brand strategy across the world and being successful in local markets is not a contradiction, but it does require careful and active management of the points where consistency with the global strategy and local market reality collide: legal requirements, distribution capacity, and channel economics.






[bookmark: _Toc237471281]SECTION 2: Reflective Account
This section will use Gibbs' (1988) reflective cycle to reflect upon the process followed when researching, analysing and preparing an answer to Section 1 of this assessment.

Description
First, the brand was chosen, in this case, Red Bull, and then Brazil or India was selected as the country to be paired with Austria. Both were studied with interest prior to the choice of India, where the task was to find more material on the regulatory and ethical front and a greater cultural difference with Austria on Hofstede's dimensions. The report was then constructed section by section (introduction, brand and country overview, socio-cultural comparison, STP, the 7Ps, market entry evaluation, ethics) and the structure was checked against the original assessment brief and the lecturer's guidance on the slides while working through the report so that if the two were not exactly as expected (e.g. the brief referred to PESTEL directly, an early slide was more of a light economic-context approach, the latter was added in here).

Feelings
This initial confidence in the brand and topic was followed by some genuine doubt about the process of producing well researched academic writing to a distinction standard, including the requirements for referencing (Harvard referencing, a minimum of 15, a max of 5 years, verified working links), and uncertainties about the academic essay as a form. Participation in the process became less uncomfortable, and there was an increasing awareness of the extent of active checking that would need to be done to not accept information at face value. One reference that was included at first was not within the five-year time frame, but not because the source was invalid — but because of a self-imposed rule that has slipped in for a fleeting moment. I'm not sure I was comfortable with the discovery, and it was certainly uncomfortable with the fixing, but it was right on track and ultimately it was reassuring.

Evaluation
Evaluation What went well was the idea of a continuous, live verification task instead of a task to be done at the end of the process. The final report was made more reliable by checking each source's date of publication, making sure that links worked (one government link was initially not working and was changed to a more stable link), and being ready to discard a source that was not up to the required standard. One of the most useful things you learned in the process was to search specifically for news coverage, not just to read about the theory in general, but was to find material that came up, such as an ongoing regulatory dispute with the brand you chose — that kind of finding was not available in any marketing textbooks. The problem with that was, I underestimated the amount of word count it would take to do a proper 7Ps analysis of the brand, product, price, promotion and place, and then rebalancing the rest of the report which wasn't planned for. Looking back at this, it might have been a better idea to have given the same number of words to every section, going over each one as it was written, and then cutting back a little at the end.

Analysis
The referencing slip probably happened because multiple factors (word count, structure, source currency, source type) were being attended to at the same time, and it is possible that one of these factors slipped when focused on the others. The use of one checklist that is well organised and reviewed at the end of each section, instead of having to remember what is needed, would decrease such errors in the future. The word count exceeded in the Marketing Mix section was due to the fact that if you use a framework as closely as you should, you will be able to write more in-depth analysis than a cursory first estimate would suggest, especially when you are including real data rather than just a description, meaning real prices, real distribution partners, real regulatory specifics. This does not mean padding per se, but it can mean that word-budget planning can no longer be considered as a set number of words that were allocated prior to conducting any research, but as a moving target based on the research findings regarding the richness of a topic. It was also interesting that some of the more valuable content in the report did not come from general marketing theory or from the use of older material, but was actively sought out in current news, such as the regulatory challenge to FSSAI in the ethics section. This confirmed the power that comes from research that looks out for what is going on in a market at this very moment, instead of the brand's situation being locked and loaded. Another point to note is that while the reader should not take one article on the word, and verify the information against other independent sources, whenever he or she did, small numerical discrepancies would crop up – such as exchange rate assumptions, slight differences in the dates of the same regulatory action, or minor discrepancies in numbers reported – that would not have gone unnoticed and would otherwise taint the accuracy of the report.

Conclusion
Overall, the process was successful in creating a report that was based on verifiable, up-to-date and appropriately cited evidence, but not necessarily without having to constantly monitor, remediate errors and adjust structure and word count as necessary and not as a rigid constraint imposed at the beginning. The time could have been more effectively utilised by implementing a stricter word-budget checkpoint at the end of each section instead of only marking the end of each section if the word budget was exceeded in the ten sections.
Action Plan
Future assessments will be based on a running reference and word-count tracker, which will be updated after each section, not just at the end of the assessment, and will allow for both referencing and word-count to be corrected incrementally, as opposed to a large rebalancing pass later. The priority will also be to look first for current developments relevant to a specific market, as they provided the most powerful and unique evidence in this report, and not to wait until a general theory has been developed to find developments relevant to a specific market.
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Appendix 1 : : Relative price and positioning of Red Bull versus key competitors
	Brand
	Market
	Relative price
	Positioning

	Red Bull
	Austria & India
	High (premium)
	Emotional / lifestyle

	Monster
	Austria
	Mid-high
	Emotional / edgy

	Store-brand energy drinks
	Austria
	Low
	Functional / mass-market

	Sting (PepsiCo)
	India
	Very low
	Functional / mass-market

	Cloud9 / Tzinga
	India
	Very low
	Functional / mass-market
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Source: The Culture Factor Group (2026), official Hofstede Insights country comparison tool
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Red Bull GmbH Red Bull India Pvt Ltd Solv

150,000+ small retailers, India
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Active regulatory dispute — July 2026

FSSAI issued show-cause notices to six brands, including Red Bull, over misbranding and
impermissible health claims such as “vitalises body and mind”

Source: Republic World (2026)

Youth accessibility concern

Maharashtra and Punjab both moved to ban energy drink sales within 500m of schools in 2026,
though enforcement has been inconsistent

Source: Deccan Herald (2026); Tribune India (2026)

Broader public health evidence

A 2024 systematic review of 57 studies linked youth energy drink consumption with smoking,
alcohol use and binge drinking

Source: SPJIMR WISE Tech (2025), citing Public Health (2024)
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178 €12.196B 150,000+

Sources: Red Bull GmbH (2026); Indian Retailer (2022)




